
Published by the Royal Typewriter Company, Inc., of New 
York, the 15th of every mdnth—with the sole object of 
bringing “the boys” into a little closer touch with the 
Home Office and each other. 


December 

Issue 

1922 


DARD 


VU -YiM 



v&w. e 


Volume 7 DECEMBER, 1922 _ Number 12 



CLUB RE-ESTABLISHED 


GOLDBLATT TIGERS WIN 

The argument staged between the 
“Roberts Colts” and the “Goldblatt 
Tigers” in the Chicago Office for the 
month of November, ended in victory 
for the “Goldblatt Tigers”. The teams 
were pretty evenly matched as to men. 
Each man was given a quota, and the 
team was given a quota. The result was 



E. J. Goldblatt J. M. Roberts 


that the “Roberts Colts” made 285 per 
cent, of their quota, while the “Goldblatt 
Tigers” made 426 per cent. 

The salesmen who constituted the 
“Roberts Colts” were as follows:— 
Roberts Johnson 

McGough Redding 

Jones Flemming 

The “Tigers” consisted of:— 

Goldblatt Coughlin 

Larsen Coe 

La Borence Nuhn 

The contest was heated from the start, 
and resulted in good increase in the 
Chicago Office’s business, and the cap¬ 
tain of the winning team brought in over 
100 machines as his part of the score 
himself. The showing made by the 
“Colts” was a mighty good one, and had 
it not been for the big returns shown by 
the “Tigers”, the accomplishments of the 
“Colts" would have probably gone down 
in history. This argument was one of 
the strongest ever staged in any branch 
office and has engendered a spirit in 
Chicago which is typical of the town and 
wonderful in its effect. 

The result of the contest besides win¬ 
ning of the argument is that the Colts 
are now going to buy a lunch for the 
“Tigers.” The date has not yet been 
set when this is to occur, but it is to take 
place some time this month. The Tigers 
claim that they ate up v the “Colts and 
now they are going to eat on the Colts. 

There is so much spirit engendered 
over this contest that it has been carried 
over into the month of December. 

Great interest in the Chicago office 
has been taken in the President’s Cup and 
Money Prize Contest which runs Novem¬ 
ber and December, and the effect of the 
argument between the “Colts” and the 
Tigers” has had considerable bearing 
on the standing that they will doubtless 
have at the end of the year. 

(Continued on page 2, bottom of column 1) 


Immediate and enthusiastic response 
followed the announcement of the re¬ 
establishment of the Machine-A-Day 
Club. There are still a great many man¬ 
agers to be heard from, but those who 
have replied already have shown their 
eagerness to put it over bigger than any¬ 
thing that has been adopted by this organ 
ization to date. Manager Dodge, oT 
Baltimore, sent in a typical response. He 
wound up his letter with this: 

“Remember, every man in Balti¬ 
more is after the Machine-A-Day 
THIS MONTH. I am doing every¬ 
thing in my power to make it pos¬ 
sible that no man shall be disap¬ 
pointed. Keep up the good work I” 


This is the spirit that wins. This is 
what is going to make the Machine-A- 
Day Club heard from, from all parts of 
the country. Manager Dodge has really 
issued a challenge in what he says. Take 
up that challenge and show him that every 
office in the organization is after the same 
thing. Let us see how many can reach 
the mark that Baltimore has set. 

IMPORTANT! 

Wire in the name of the first man who 
makes the M. A. D. in your office. Let 
us see who will be the first in the country 
and who will be first in each office. The 
first in every office will be listed in the 
Charter Membership in the order in which 
they qualify. 


CUP AND CASH CONTEST 


Geo. L. Smith, manager of Los An¬ 
geles, walked away with the Western 
Division Cup last month, thereby win¬ 
ning final possession of it. He also tops 
the field of the Blues—our competition for 
the new President’s cup and $ 1 00 prize- 
money in the big wind-up of the year 
contest. Buffalo is close behind, with 


TELEGRAM 

December 7th, 1922. 
Mr. G. L. Smith, Mgr., 

Royal Typewriter Co., Inc., 

203 Lissner Building, 

Los Angeles, Calif. 

CONGRATULATIONS. YOU WIN 
PRESIDENT’S CUP. A FINE VIC¬ 
TORY IN A LONG RACE. 

GEO. ED. SMITH. 


New York and Chicago distanced about 
evenly. The contest among Blue Banner 
offices is a hot one. The four leaders 
^are close together and all running fast. 

Division Number Two in the Blue 
Banner Offices, shows Dallas at the top 
with Peoria and New Orleans close be¬ 
hind. In the order in which they stand, 
the double header race for the hundred 
dollars and the cup presents some inter¬ 
esting features. The two prizes of one 
hundred dollars each will go to the offices 
which head each division, but the cup will 
go to the office making the best showing 
in the combined divisions of the Blue 
Banner Class. 

Below we have listed the first five in 
each division so that the Red and Yellow 
Banner offices may see at a glance where 
they stand with reference to the other 
offices with whom they are competing. 
As matters stand now, the offices at the 
head will have to go some to keep their 
position for the ones below are pushing 
hard for place. 

The offices which won their Banner 
contest retain their membership and of 
course, compete with those in their own 
classification only for the money prizes. 
The other side of the contest—that of 
finishing the year in a higher class, is sure 
to increase the membership in the Red 
and Blue Banner offices and should leave 
the Yellows with a very small showing. 
Every office should put forth all possible 
effort to get into the higher class and by 
the end of the year the Yellow Banner 
division should be practically eliminated. 

This contest has more angles to it than 
any contest ever held to date and gives 
every office something worth working for. 
Those who cannot win the cash prize 
should win their way to a higher classifica¬ 
tion anyhow, so that it is plain that every 
office has a chance to distinguish itself 
(Continued on next page) 
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developed the plan of using trade accept- 


in accordance with what ,they accom¬ 
plish. 

Following is a tabulated list of the of¬ 
fices and their standings, taken from the 
final sales reports for November: 


Blue Banner Offices 


Division No. 1 

1 -Los Angeles 

2 -Buffalo 

3—New York City 

4 -Chicago 

5 -Atlanta 


Division No. 2 

1-Dallas 

2—Peoria 
3-New Orleans 

4— Houston 

5— Portland 


Red Banner Offices 


Division No. 1 

1 -San Francisco 

2 -Kansas City 

3— Cleveland 

4— Boston 

3—Baltimore 


Division No. 2 

I-New Haven 

2—Portland, Ore. 

3 -Oakland 

4 -St. Paul 

5—Worcester 


Yellow Banner Offices 


Division No. 1 

1 —Bangor 

2 -Bridgeport 

3— Evansville 

4— Davenport 

5— Allentown 


Division No. 2 
1 —Providence 
2—Fresno 

3-Newark 

4—Memphis 
5-Harrisburg 


Division No. 3 

1—San Antonio 4—Rochester 

2 Seattle 5—Rockford 

3—Toledo 

One of the most interesting things 
about the contest is that most of the per¬ 


centages are so close that any office may 
jump ahead and go from the bottom to 
the top this month. After the fourth office 
in each classification, the remainder are 
grouped in every case so that the contest 
is intense. The first half has been passed 
and in each division the offices are still 
pretty well bunched. The four leaders in 
each case have shown class but not enough 
to put any one in any division in a posi¬ 
tion of security. 


“Measured by the usual indices of in¬ 
dustrial and trade activity, America is to¬ 
day possessed of a substantial prosperity. 
The figures of steel output, of automobile 
production, of railroad revenue tonnage, 
of textile mill operation, and r steady in- » 
crease in aggregate savings accounts in 
America, bear certain assurance that the 
earning power and the spending power of 
America is today real and effective. 

* * * 

“Today the South is assured of abun¬ 
dant prosperity with its 25-cent cotton. 

A large part of the grain country is as¬ 
sured of prosperous earnings with the 
eight and nine cent hogs that have ruled 
through all the period of grain price de¬ 
pression. This grain country that depends 
upon the sale of grain for its primary 
earnings has, within the past eight weeks, 
seen a new era of grain price levels which 
holds out to it the distinct promise of 
prosperous operation. 

* * ’ * 

“It is full time to raise a note of cour¬ 
age and confidence in every line of Amer¬ 
ican industry, and especially an intel¬ 
ligently based confidence in the future of a 
reviving agriculture.”—From the address 
delivered by Julius H. Barnes, President 
of the Chamber of Commerce of the U. 

S. A., at a luncheon meeting in the Board 
of Commerce, Detroit. 


GOLDBLATT TIGERS WIN 

(Continued from page 1) 

The contest had a two-fold purpose. 
One was to arouse interest in the Big 
Contest with the purpose of taking the 
silver cup to Chicago, and the other was 
to build up a spirit of co-operation and 
speed in the Chicago organization. The 
destiny of the Cup is still unsettled and 
will not be determined until the end of 
the month, but the other results desired 
have been accomplished and Chicago 
is going strong. 

(Editor’s Note: The following letter was re¬ 
ceived from Mr. W. B. Larsen, Manager Chi¬ 
cago. just as the “Standard” was going to prejs.j 

“I guess you have already heard that 
Goldblatt’s ‘Tigers clawed their way to 
victory over Roberts’ kicking ‘Colts. 
The ‘Colts* have challenged the ‘Tigers 
for a return match this month, and intend 
to give the Tigers’ a dose of their own 
medicine. 



ChampioN 

Banner Office 


I&pewriter Company, 


Blue Banner Champion Cup 

Below is a photographic reproduction of the handsome silver cup, gold fined, which is 
to be awarded to the Blue Banner Champion office. It stands 15 me es ug a 
also mounted on a beautiful base 5 inches high. This new cup should prove an inspira¬ 
tion. It is an additional incentive to put forth your best effort and determina ion o > 


TRADE ACCEPTANCES 

By F. J. Carney, Asst. Treasurer 


While it is a rule in practically all com¬ 
mercial transactions that terms and de¬ 
tails of purchase and delivery are under¬ 
stood, there is a tendency to avoid the 
same care in connection with the matter 
of credit. Credit in a business transaction 
is as important as any other detail. Too 


that credit is too often on an indefinite 
basis. The seller is forced to use his capi¬ 
tal in carrying accounts. This money 
would otherwise be invested in plant o 
production. The methods of financing 
business in Europe as a rule are the re 
verse. The buyer finances his own pur- 


frequently salesmen proceed on the theory chase. The seller finances production and 
that credit is none of their business. It 
is very much their business. It is one of 
the vital details in which the greatest care 
should be used to avoid future misunder¬ 
standing. 

The United States is the only country 
in the world where firms selling goods 
finance buyers by borrowing money them¬ 
selves to cover indefinite credit. Our sys¬ 
tem of finance puts the burden on the 
seller, and not on the buyer. A larg. 


distribution. 

The United States is the only country 
in the world, on the other hand, where 
this could be done. Our apparent un 
limited resources, and the fact that de¬ 
mand usually exceeds supply enforces thi 
condition. As business increases and ex 
pands in this country, it is necessary to 
use more sound methods of finance. 

Owing to the rapid expansion during 
the war, the necessity of using large 


part of the money borrowed at banks for amounts of capital, which had to be ac- 
the transaction of business is for the ex- quired suddenly, the idea of trade accept- 


tension of credit. This is due to the fact ances made a strong appeal here. Thi 


ances for small transactions as well as 
large ones. Its use is based on sound eco¬ 
nomic principle. 

The manufacturing end of the business 
requires its capital for investment in raw 
material and machinery. The selling or¬ 
ganization requires its capital for distribu¬ 
tion. It is unfair for either of these ele¬ 
ments in the business to finance in addition 
to their own propositions the credit o { 
buyers. The trade acceptance solves thi 
problem and relieves the manufacturing 
and selling end, and enables capital to 
flow into its natural channels. 

If a man fails to pay his bills when due 
he is tying up another man’s capital. 

In our own business it frequently hap¬ 
pens that a man of good credit standing 
will require typewriters at a time when 
he hasn’t the cash with which to pay for 
them. His shortage is usually due to de¬ 
linquency on the part of his customers. 
While his net worth and accounts receiv¬ 
able show him to be a perfectly good 
credit risk, as a good, sound business 
proposition he will defer purchase of 
things that he needs awaiting the time 
when his money will come in. 

The trade acceptance takes care of this 
situation. The buyer accepts the goods 
and the obligation at the same time, 
setting a definite date for payment. The 
trade acceptances may be discounted by 
the seller if desired. This will immedi¬ 
ately return the amount of money in¬ 
volved back for further expansion. 

The buyer who understands trade ac¬ 
ceptances never hesitates to buy on that 
basis. He knows that he is helping him¬ 
self by buying merchandise at a cash price 
and arranging a convenient method and 
time for payment. He also knows that 
he is assisting the seller in the conduct of 
his business practically as though he paid 
in cash. 

The Royal Typewriter Company was 
one of the first concerns to adopt the 
trade acceptance as applies to purchases 
involving a comparatively small unit ot 
sales. It is now in general use in this 
country for financing good credit in al¬ 
most every line of business. 

The salesman who does not use the 
trade acceptance deprives himself of busi¬ 
ness that he could otherwise get. He 
also puts himself in a position of wasting 
a considerable amount of time on buyers 
who will sometime buy, but who cannot 
buy at the time he calls. With the trade 
acceptance he enables these buyers of 
good credit to finance their transaction 
immediately, thus giving them what they 
want and at the same time giving the 
salesman what he wants. The trade ac¬ 
ceptance puts an advantage at the dis¬ 
posal of the salesman, which is unequalled 
by anything else in business. He is en¬ 
abled, not only to sell his customer of 
good credit at the time the customer re¬ 
quires the goods, but he is also enabled 
to finance the customer’s account, giving 
him the same advantages that he would 
have if he bought for cash. The trade 
acceptance has the endorsement of the 
best business heads in the country. Re¬ 
cently the Guaranty Trust Company °f 
New York issued a pamphlet in which this 
statement was made: 

“The use of the acceptance strengthens 
the credit of the buyer. It enables him 
to buy to better advantage, systematize 
his purchase and payment.” 
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IMPORTANT CHANGES 


Three important changes in the organ¬ 
ization take place this month. They re¬ 
align men with fine records for their sell¬ 
ing and managerial ability and well known 
to all of us. 

Mr. W. C. Lavat has been made Met¬ 
ropolitan Manager, in charge of the en- 
arged and important New York City 
division. 

Mr. D. J. Allingham has been made 
assistant sales manager, in charge of 


special work in New York City. 

Mr. F. C. Morse has been made as¬ 
sistant sales manager in charge of the 
-entral Division with headquarters in 
Chicago. 

This announcement is of especial in¬ 
terest to the sales organization, chron¬ 
icling the movements of three men who 
have won their way to the top through 
the sales department. 






F. C. Morse 


know THAT YOU KNOW 


By Wesley A. Stanger, 

Manager Sales Promotion Department 

Recently one of the top-notch sales- 
men of the Royal organization made the 
statement that there is a great deal of 
difference between actually knowing and 
thinking you know. His thought fur¬ 
nishes a great deal of food for careful 
reflection on the part of all members of 
the selling organization. 

To prove his point, he asked the man 
he was talking to if he knew that the 
Royal had a brake on the carriage, to 
prevent it from slamming up against the 
post at the end of the line. The other 
salesman immediately understood that he 
did, so the first salesman asked him to 
show him where it was. He immediate¬ 
ly reached up and put his finger on the 
small roller that moves backward and 
forward when the back space key 
is depressed. It turned out that 
the second salesman had talked about 
this brake a great many times and 
had always referred to this roller as the 
brake. Fie was absolutely sure in his 
own mind of his point. The fact is 
that that isn’t the brake at all, as the 
brake is on the other side of the carriage. 
This is cited as an instance, proving this 
particular man’s point. 

Salesman often fall into the habit of 
telling the story of their merchandise that 
pleases them. It becomes so much a part 
of them that they tell the same story with 
modifications to all their prospects. 
They fail to set themselves back to ascer¬ 
tain whether or not they actually know 
what they are talking about. They very 
frequently fail to add new information 
from time to time that will keep their 
talk up to date. This instance of the 
location of the brake on the machine is a 
good example, and every salesman and 
manager who reads this article would do 
well to see if he can locate the brake on 
the Royal carriage. The chances are that 
most everyone in the organization knows 
where it is. But there must be some, like 
this particular salesman, who did not 
know, but who thought he knew. 

The Sales Manual which was pub¬ 
lished some years ago and which has 
been revised and kept up to date answers 
all these questions. No salesman in the 
organization can become too familiar 
with the contents of this Manual, and it 
is very enlightening to anyone to go 
through this Manual carefully and dis¬ 
cover the number of things about the 
Royal typewriter which are set forth, and 
which in fact sound new to the average 
man. 

It is not often that the buyer is able to 
argue or discuss the fine points of the 
mechanism, or the real reason for the 
wonderful results. As a result salesmen 
are likely to become careless and give 
the answer that seems to get by the most 
easily. Competition, however, knows 
the answer, and also knows the argu¬ 
ments put up to offset it. Therefore a 
salesman who does not inform himself 
thoroughly in connection with all the 
things that he should know about the ma¬ 
chine, lays himself open to serious attack. 

Tabulate what you think you know 
about the Royal typewriter, and then 
make sure that you actually know, and 
not only think you know. The view¬ 
point of the buyer is all important in 


making the sale. The arguments pre¬ 
sented by the salesman must reflect and 
back up the viewpoints of the buyer. 
Where the buyer’s point of view is wrong, 
or where he has been misinformed it is 
the function of the salesman to have 
enough good argument, fact, and in¬ 
formation to present to the buyer which 
will cause him to change his point of 
view. 

If you have been going along, thinking 
that you know, check yourself up and be 
sure that you really do know. Salemen 
who are in doubt about points regarding 
the machine should take it up with the 
manager for elucidation. The Mechani¬ 
cal Department can also be of great 
assistance in this. If the salesman is 
jnable to get the information or convinc- 
.ng argument regarding certain points 
from his manager or the mechanical 
department it will be well for him to 
suggest that the manager write to New 
York to get such matters as these cleared 
up. 

The salesman who proceeds on his 
daily work of making Royal users is 
doing himself an injustice if he is not 
thoroughly informed. When he does 
himself an injustice he also works the 
same upon his buyer, the company he 
represents and the goods he is attempting 
to sell. Increase definite knowledge of 
your product, its application, detail of 
manufacture and uses reflects itself in the 
commission check at the end of the 
month. - 

YOUR COUNTRY TERRITORY 


By H. H. Nunamaker, Manager, Buffalo 

Country territory is very productive 
of good business provided it is worked 
intelligently and persistently. In response 
to an inquiry addressed to the Buffalo 
office as to what success they were meet¬ 
ing with in demonstrating the country, 
Mr. Nunamaker, the manager, wrote a 
very interesting letter to the Sales Pro¬ 
motion Department. 

Fie tells a story of one of the country 
salesmen, Mr. C. M. Pillow, who worked 
two counties out of the Buffalo office 
Mr. Nunamaker and Mr. Pillow are both 
very staunch advocates to the idea of 


many demonstrations, and they have 
proven that demonstrations get the busi¬ 
ness. They are also both believers in 
the thorough canvass and have found by 
actual practice that working in terri¬ 
tories promptly and hard will get a very 
large percentage of results. As an ex¬ 
ample of what recently happened, Mr. 
Nunamaker cites the following: 

“In Wyoming County is a small town 
named Arcade, which has approximately 
a population of 1500 people. In this 
town there are actually 15 typewriters 
in use of all makes. This town is so small 
that the ordinary salesman would not 
feel it worth spending very much time 
on. Perhaps he would pass it up and 
incidently pass up a great deal of good 
business. Mr. Pillow feels that the user 
of a single typewriter should receive his 
attention, whether he is in the small 
country town or large one. He believes 
that the frequent users should be given 
attention the same as a big user in a big 
city. 

“During his recent visit to Arcade, he 
called upon the banks. As a matter of 
fact, he makes this a general practice. 
Whenever he strikes a town he makes a 
careful canvass of all the banks first. As 
a rule the country banks are controlled 
by the liveliest men in the town, regard¬ 
less of whether the bank is interested in 
the purchase or not, Mr. Pillow demon¬ 
strates the Royal typewriter. He goes 
through it carefully and completely and 
avoids any reference to any other make 
of machine. Of course, he always tries 
to close the banker, but it may be that 
the banker is not ready on the first trip, 
or he may not be actually in the market 
for a machine at the time. However, 
he puts his demonstration across, and 
gets his personality before the banker so 
strong that he is able to enlist the bank¬ 
er s assistance in selling other people in 
the town, and in finding out who may be 
possible prospects. 

“In the particular town referred to, 
Mr. Pillow went through his usual demon¬ 
stration and followed his usual method, 
and made a very good friend of the 
banker. He in turn assisted him by tip¬ 
ping him off to people in town that 
should be seen, and on two or three 


occasions he went so far as to go out 
to business men in the town. At first 
this gave him an exceptional entree to the 
offices. It makes no difference in Mr. 
Pillow’s canvass whether the prospect 
has just bought a typewriter or not. He 
always makes a demonstration anyway. 
The result of his canvass in this small 
town referred to, is that Mr. Pillow sold 
1 1 out of the 1 5 users in that town, which 
gives him a percentage of 73 per cent, 
of all the typewriters used in the place. 
He lays his success entirely to the fact 
that he has demonstrated continuously 
and thoroughly in every instance.’’ 

In order to show that this is not an 
unusual occasion. Mr. Nunamaker calls 
attention to other experiences he has had 
as well, and one notable one is in the 
town of Lancaster, and its twin city. 
Depew. He has followed the same 
"actics in these two towns that he fol¬ 
lowed in the first one described, and the 
result to date is that the percentage of 
Royals in Depew and Lancaster are larger 
even than they are in the smaller towns. 
In the first case the entire eleven ma¬ 
chines referred to were sold in the month 
of November, so it is evident to anyone 
that Mr. Pillow started to scratch in this 
small town and ended up with the per¬ 
centage of 73 per cent, of all the type¬ 
writers used in that community. 


SCHOOL SALES AND SERVICE 

By A. M. Stonehouse 
Manager School Dept. 

Every school deal presents a separate 
problem and we should be governed by 
local conditions, but in my experience as 
a school salesman I have found it advis¬ 
able to see the higher school officials 
first. We should begin our work, there¬ 
fore, with School Boards, Purchasing 
Agents, Superintendents of Schools, Prin¬ 
cipals of High Schools and Proprietors 
or Managers of private schools of all kinds 
that teach typewriting, and convince 
them that the Royal will enable the 
teachers and students to do their best 
work at the least possible cost. 

Some salesmen stop at this point, 
providing they have secured the order. 

If the head of the Commercial Depart¬ 
ment and the teacher or teachers are not 
thoroughly familiar with the Royal, a 
demonstration should be given and great 
care should be taken to point out to them 
the many advantages it has as a school 
machine. 

When securing school business, first 
make a careful study of the situation to 
determine the party to be sold. 

A few years ago a high school to which 
I had once sold another make was in 
the market for 30 typewriters. In my 
previous dealings with them I found that 
all matters pertaining to typewriters were 
referred to the Principal first and that 
his recommendation carried great weight 
with the School Board, as he had been 
connected with this school for a number 
of years and they had great confidence 
in his ability as a school man. Knowing 
these facts I made a special effort to secure 
his recommendation. This was accomp¬ 
lished by demonstrating the Royal to the 
head of the Typewriter Department and 
convincing her that it is the best type¬ 
writer on the maket for instructional 
purposes. Our competitors in this parti¬ 
cular deal devoted most of their time to 
selling the members of the School Board 









































and the Superintendent of Schools, 
paying very little attention to the Prin¬ 
cipal and head of the Typewriting Depart¬ 
ment. I was able to secure this entire 
order by getting the recommendation of 
the right party. 

School business is largely an adver¬ 
tising feature, and one to which our 
Company attaches a great deal of im¬ 
portance. If we are to obtain the best 
results from this we must realize that our 
work is only just begun when we have 
secured the order. In the case of the 
high school to which I referred above, 
even though I had demonstrated the 
Royal very carefully to the head of the 
Typewriting Department and her teach¬ 
ers, it was necessary for me to make 
frequent calls during the first few months 
in order to be sure that they were thor¬ 
oughly sold on the Royal and were 
presenting it to their students in the right 
way. 

No typewriter salesman will question 
for a moment the fact that it is easier to 
secure an order when the stenographer 
prefers his machine than when she is 
wedded to some other make. The 
choice of a typewriter is usually left to 
the stenographer and the time to con¬ 
vince her that the Royal is the best ma¬ 
chine on the market is while she is in 
school. Impressions made then are 
lasting. 

It is up to us. therefore, as Managers 
and salesmen, to do our part in giving 
students who are prospective stenogra¬ 
phers, the right impression of the Royal. 

There is no one thing to which schools, 
both public and private, attach greater 
importance than Service and this in¬ 
cludes, not only that rendered by our 
Service Department, but also that of our 
Employment Department, and the gen¬ 
eral spirit of co-operation on the part of 
all our employees. 

One of the largest private schools in 
this country began using Royals in small 
quantities at first, about six years ago. 
Today they use over 400 typewriters, and 
fully 90 per cent, of them are Royals. 
The principal reason for this can be 
summed up in one word, “Service.” Re¬ 
pair calls were taken care of promptly 
and positions were secured for their grad¬ 
uates. 

In dealing with schools, we must not 
lose sight of the fact that it is to our ad¬ 
vantage to find suitable positions for their 
graduates. This not only enables us to 
secure and hold their business, but makes 
it easier for us to secure commercial or¬ 
ders through the influence of the gradu¬ 
ates whom we have placed in positions. 

A typewriter, regardless of how well 
it may be constructed and adapted to the 
needs of the stenographer, will not do its 
best work unless it is kept in good repair. 
If the students get an unfavorable opinion 
of the Royal through any lack of attention 
on our part, we have defeated the purpose 
for which these machines were sold, and 
the cash difference between our school 
price and list price has not only been 
poorly invested, but has actually reacted 
to our disadvantage. 


“How about your first three min¬ 
utes? Do you control it by creating 
an atmosphere of confidence and in¬ 
terest, or are you just satisfied to 
stumble along in any old way?” 
Elliot G. Dodge, Baltimore Mgr. 


This advertisement to appear in the following magazines. 


Schedule 

Saturday Evening Post 
Literary Digest 
American Magazine 


Issue 
Jan. 6 
Jan. 13 
January 


Appearance 
Date 
Jan. 4 
Jan. 12 
Dec. 16 



chievements that endure are the 
milestones along the great high¬ 
way of progress 
lfadi 


In manuf 


turino 


there muSlbe 



performance and endurance has es¬ 
tablished it as this standard among 
typewriters 

It is the result of an unyielding de¬ 
termination to produce a typewriter 
which, because of its perfection of de- 
tailwould be the accepted standard 
of value 

ROYAL TYPEWRITER COMPANY Inc. 

Royal Typewriter Building. 364*366 Broadway, New York 
Branches and~4qencies the World Over 

Chief European Office 75A Queen Victoria Street London.E.C 

Principal Canadian Office: 3G, Notre Dame St , West, MontreaLP Q. 

“Compare the UOorkJ 

U0B1 

TYPEWRITERS 


(Note: Our Chicago office stand, third on th 
list based upon thd^umber of positions fi|| ed b ' 
them since January, 1920. We are sure that o * 
entire selling force, especially our Employing 
Managers will gather some very valuable point 

from the Mrs. Parks’ article below._A M* 

Stonehouse.) 

By Mrs. Jessie A. Parks, Manager 
From a theoretical viewpoint, it might 
seem that a carefully worked out system, 
impersonally applied, would bring the 



highest degree of efficiency always. But 
from actual experience, if ever there is 
a place where quick perception and sym¬ 
pathetic judgment are need it is in the 
Employment service. 

Bearing in mind that the aim of this 
department is close co-operation with and 
the upbuilding of the Sales force, the 
subtle influence of personality becomes 
paramount. On account of her peculiar 
duties, the manager becomes identified 
with her office—or rather the office with 
her. There is no escape. The busy 
executive comes to feel that his particular 
needs are appreciated and that at his call 
the Employment manager will endeavor 
somehow to send him just the type of girl 
he prefers. He looks on her as a friend. 
It pleases him to have her remember his 
name, and the manager who can awaken 
and best sustain this warm, human contact 
will do most for the upbuilding of her 
own department and incidentally that of 
the salesmen. 

This, however, is just half—and per¬ 
haps the easier half—of the work. The 
second has to do with attracting and 
holding the type of girl desired for these 
various calls. It means the development 
of keen discrimination, both as to ability 
and character, to say nothing of supple¬ 
menting that first impression by actual 
reports for future reference. And always 
and ever it calls for tact—a kindly word, 
perhaps for the girl grown supersensitive 
through discouragement when work is 
needed and jobs are scarce; a bit of coun¬ 
sel for the inexperienced; a smile to soften 
a much needed rebuke for the careless or 
inefficient. It means eternal vigilance. 

But in it all, and through it all, and in 
spite of the shadows of many a disap¬ 
pointment, there is real satisfaction. Her 
hand upon the pulse of the market, the 
Employment manager finds it not a cold, 
mechanical affair but a world wherein 
human sympathy and broad judgment are 
needed at every turn. Upon her success, 
none the less potent because indirect, de¬ 
pends in a large measure the success of 
the Sales department. 
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THE ROYAL S T A N D A R D 


“HE DEMONSTRATED” 


By Robert Dent Yates 
Salesman, Metropolitan Department 

About three years ago Stub died. I 
was properly grieved, as one should be 
when a dog after fifteen years of faithful 
service, decided that he has seen enough. 

1 missed him keenly, but there was a cer¬ 
tain freedom from responsibility that was 
restful. A dog in a modern apartment 
has his drawbacks. I decided that I 
would dispense with a dog in the future. 
That the trouble of taking him walking 
at all hours, of bathing him. of explaining 



approach was somewhat between that ol 
a Kansas cyclone and a committee of wel¬ 
come at “Old Home Week.” From his 
actions it was plain that he had known 
and loved me from infancy. He rushed 
up to uttering “Yips” and yells of wel¬ 
come, did several very complicated circles 
and elipses around my feet just as an evi¬ 
dence of good faith. Then he threw out 
his clutch, slapped on his emergency and 
skidded up to me and planted his hands 
on my knees and gave the finest exhibi¬ 
tion of plain and fancy tail wagging that 
I, up to that time, had ever seen. All 
the while gazing soulfully into my eyes 
and talking rapidly. He said, as plainly 
as a dog can say, how glad he was to see 
me again, how well 1 looked and what a 
good looking hat I had on. That he hac 


How many salesmen, I wonder, misi 
a sale because, like the dignified big dogs 
they fail to make an enthusiastic demon¬ 
stration. Horace, so far as quality is con • 
earned, was selling . . . or . . . and he 
got the order for the very same reason 
that . . . and . . . salesmen sometimes 
■ get them. He was on the job. He had 
i the enthusiasm and he made a first class 
P e PPy demonstration. That is, he 
demonstrated. I may add that he has 
been a most satisfactory investment, and 
aside from an inborn hatred of cats, has 
an angelic disposition. 


“RED TAPE” 

By L. S. Wilson, Purchasing and Supplies 
Department 

This is a service department. It is 
I made up of details. In this department, 


orders as regards classifications and 
which are also clear as to just what is 
required. Always use form or code 
numbers, and if this is impossible then 
attach to order a sample of what is re¬ 
quired, avoiding the necessity of the 
return of orders, or correspondence in 
reference to them. 

Each office has been informed of our 
two regular shipping dates each month, 
and all orders which accumulate in our 
files are sent out on those dates. Order 
clerks should anticipate requirements, let¬ 
ting us have their orders in ample time 
to make freight shipments on the regular 
dates instead of by express or parcel post, 
which is many times more expensive. This 
saves in packing and other expenses in 
handling frequent small shipments; gives 


ROYAL AUDITORS 

The early part of November the majority of the Royal Auditors being nearer to New York than they had been for some time. 
General Auditor A. E. Davis coralled them for a convention which lasted the week of November 13 to 18. Reading from left 
to right they are: W. R. Ardis, L. E. Platz, J. H. Collins, A. E. Davis, General Auditor; C. J. Sigloch and W. H. Parks. >>. A. 
Crossman was too far away to make it, but his photo has been inserted in lower right hand corner, thereby completing the picture. 


“Horace” 

to the landlord, that a stray cat must have 
brought that mud in, counterbalanced the 
pleasure that one got from his society. 
Also, I decided that my next dog should 
be a big one. An airedale or bull foi 
preference. Little dogs take themselves 
too seriously. Stub had had that failing. 
He was firmly convinced, like all pious 
looking fox terriers, that he was a canine 
“Battling Siki.” No dog looked too big 
to him. This view of his was probably 
heightened by the fact that whenever he 
mixed with a dog about six times his size, 

I always felt it was necessary to join the 
row. They always ended in my chasing 
the other dog away, while Stub held firm 
ly and safely in my arms cursed and yelled 
defiance after him. On these occasions, 
he was always thoroughly convinced, in 
his misguided mind, that it was his un¬ 
aided prowess that had achieved the vic¬ 
tory, and that had I been alone it would 
have fared badly with me. All small dogs 
suffer under similar delusions. I decided 
that my next dog should be of a size 
ample to finish, personally, anything ir 
the nature of a combat that he started. 

Shortly after this a friend happened to 
mention that he had recently visited the 
Dog Pound. He had gone there to pay 
the fine of, and recover his dog, who had 
been arrested for tax dodging. He was 
surprised, he said, at the fine dogs he 
had seen there. Any of them could be 
had by merely paying the dollar that they 
owed the city. This seemed just what 1 
wanted. I would get a good, big dog 
cheap, and at the same time have the 
comforting feeling that comes from doing 
a meritorious act. I went to the Pound 
my mind full of visions of an airedale or 
Pet bull. 

At the Pound I was shown into a rather 
large yard. It was full of dogs. Dog 
°f every size, breed, color, age and state 
of health. I saw at once that my friend 
had been right about the quality of the 
d°gs to be had. 

A handsome, dignified collie, sitting 
disdainfully aloof from the common herd, 
like a business man caught in a gambling 
r aid, attracted my attention first. I looked 
him over from a distance and then started 
to him. I never got there. The reason 
w as Horace. Horace came up and gave 
me a sales talk. A demonstration. His 



wondered what had delayed my arriva 
and a lot of other compliments. It wa 
plain that he had picked me out. l 
stopped to feel of his coat, and he leaped 
into my arms and announced by every sign 
that he was ready to go home. He 
weighs nineteen pounds. He had giver, 
me a demonstration and wanted the order. 
He got it. I took Horace without even 
another look at the collie or the other 
good dogs. There were dogs there, that 
in the open market would have sold for 
several dozen times what Horace would. 
If they had given me a demonstration 1 
would probably have taken one, but they 
didn’t. They knew they had the qualit 
and waited for me to look at it. Horace 
didn’t, he got right on the job and showed 
me all his tricks and attachments. H 
kept me so occupied that I did not lool 
at his competitors. 


all merchandise and supplies for the 
offices are purchased, received, stocked, 
shipped and billed. Every operation is a 
detail. 

In such a department there must be a 
close conformity to instructions for order¬ 
ing, if the service we desire to give and 
each branch and dealer desires to receive, 
follows the placing of orders. We ask 
that our printed instructions for man¬ 
agers, cashiers and order clerks, for the 
use of R. T. 204, the general supply order 
blank, be followed. 

Although these requests may be looked 
upon by some in the nature of “red tape," 
there is a good reason for every request 
made for the classification on separate 
orders of the articles carried in this de¬ 
partment. We urge that order clerks 
keep these instructions before them at all 
times, so as to put through only perfect 


the branches a uniform service and aids 
us in conducting this department with a 
minimum of expense and a maximum of 
service. 


“Make your first three minutes 
count.” 


“Present your message in an en¬ 
thusiastic way, it creates confidence 
and builds the foundation for your 
future work.” 


“Remember, you are the only 
man in all the world that represents 
your Company to this man at this 
particular time." 

Elliot G. Dodge, Baltimore Mgr. 









































MECHANICAL DEPARTMENT 


foreman or a good outside mechanic, I 
think I would say—“A good foreman 
and a good outside mechanic is a man 
who uses his head half of the time and 
his tools the other half.” 

If everybody who uses the typewriter 
knew as much about it as we do we prob¬ 
ably would have fewer, if any repair 
calls. In answering a repair call over the 
telephone or taking care of it in the cus¬ 
tomer’s office, the foreman or the out¬ 
side man should try to get the customer’s 
point of view. Just as an instance of 
what might happen to you, here is an 
example. Suppose you were working on 
a rush job at your bench, and at the most 
important period in your work an essen¬ 
tial tool—one that you could not get 
along without—should suddenly break or 
get out of adjustment. Pressure is being 
brought to bear on you to see that your 
work is done carefully, and just at the 
crucial moment, the most important tool 
you have goes out of commission. 
Imagine for a minute how you would 
feel. 

If you can picture that in your mind 
you can picture just how the customer 
feels when something happens to his type¬ 
writers. It makes no difference whether 
he is to blame for it or not. The way he 
he feels about it is the same anyway. 

The natural thing under the condition 
is for the customer or the stenographer 
to call up in a great hurry, and with very 
little patience, call for help. The mental 
condition of the customer is likely to be 
very badly upset, and naturally he or she 
wants to get it off her mind. The logi- 
ical, natural and easiest place to do that, 
is to direct a line of conversation at the 
Mechanical Department which is the 
reflection of the way the customer feels. 


By Julius Schillinger, Assistant Sales Manager 

the typewriter but the fact that his work 
L being delayed. You are naturally con¬ 
fronting a man who is disturbed 


or.iv 

CORrf 

NEIV 


If I were asked what constitutes a good | If you as a foreman, or an outside man. 


do the same as the customer does you 
are going to have trouble. The thing to 
do is to try to put yourself in the cus 
tomer’s place. Think what you would do 
under the circumstances and think how 
you would feel. Use your head. Keep 
smiling. Hold your temper. . Remember 
that the customer is assured that your 
job is to fix his troubles. 



and 


Julius Schillinger 

When you get a call from a customer 
like this, or when you drop into his office, 
you have two conditions in front of you. 
One is—the mental condition of the cus¬ 
tomer. The other is the condition of the 
machine. It is quite as necessary that you 
do everything you can. of course, to the 
mental condition of the customer as i* 
is for you to make the adjustment of the 
ypewriter itself. Ofttimes the adjustment 
in the customer’s mind is more import¬ 
ant to him and to you than the adjust¬ 
ment of the typewriter. Try and realize 
that the Royal typewriter is a part of the 
customer’s business. Something has gone 
wrong with it. The worst thing in the 
customer’s mind is not the condition of 


"/one -far as to get mad. If 
Cth of you get mad at the same tune 
there is bound to be trouble. It is a safe 
conclusion that he is going to maintain 
his position. Therefore you have to bend 
and try to sweeten him up. 

It is always unsafe to call a customer s 
attention to his own ignorance of the 
situation. We all know that repair calls 
are often made because the ribbon spool 
sticks because the operator in putting on 
a new ribbon, fails to see that it seats 
properly on the post. We also have 
repair calls from customers because the 
girl has failed to move the left or right- 
hand margin. But it would be fatal and 
foolish to display the customer’s ignor¬ 
ance in cases of this kind. It can be 
diplomatically shown to him that a certain 
mall adjustment could be made which he 
could make himself, and thus avoid the 
delay and a repair call. But any attempt 
to show superior knowledge or belittle 
the position of the customer is sure to 
produce very bad results. 

It is undoubtedly safe to say that half 
of the adjusting that is to be done in type¬ 
writers is not done with tools. Remember 
that it is generally a fifty-fifty proposition. 
Half of the foreman’s and mechanic’s 
work is done with tools but the most im¬ 
portant half is done with his head. 

Whatever you do, don’t be a grouch. 
A smile works wonders. Pleasantness 
toward those upon whom you are called 
upon to serve will make friends and cus¬ 
tomers for the company; it will increase 
your value and will make it easier for 
everyone concerned. 

Remember the Company’s success is 
your success. 


Division No. 1 

Atlanta in First Place 

The Atlanta Office is the leader in the 
Service Department Contest for the month 
of October. For the month of Septem¬ 
ber this branch held nineteenth position, 
and is to be complimented on making such 
gain. Mr. T. C. Pittard, foreman, is 
to be commended on this fine showing. 

Kansas City came in second; Cleve¬ 
land third. 

Mr. L. W. Walker, foreman of the 
Kansas City Office, and Mr. C. C. Sparks, 
foreman of Cleveland, are to be con¬ 
gratulated. 

Below is a list showing the standing of 
the various offices: 


HOFER WRITES TYPEWRITER COMMANDMENTS 


SERVICE DEPARTMENT CONTEST 
FOR OCTOBER 


1— Atlanta (4*) 

2— Kansas City (7*) 

3— Cleveland (10*) 

4— Boston (10*) 

5— Chicago ( 1 0*) 

6— Minneapolis (5*) 

7— Baltimore (4*) 

8— Pittsburgh (7*) 

9— Detroit (4*) 

10—St. Louis (2*) 

20—Los 


1 1—New Orleans (4*) 
Philadelphia (5*) 

12— Cincinnati (9*) 

13— Buffalo (2*) 

14— Hartford (4*) 

15-Washington (5*) 

I 6—San Francisco 

17— Indianapolis (1*) 

18— New York (1*) 

1 9—Dallas 
Angeles 


STANDING OF BRANCHES IN 
DIVISION NO. 2 

St. Paul in First Place for October 


Mr. K. W. Hofer, who as manager of 
the Manhattan Typewriter Emporium, 
sells Royals in Manhattan, Kansas, and 
thereabouts, has evolved eleven com¬ 
mandments for typewriter users which he 
has broadcasted in the form of a bulletin: 

1. I am a typewriter. Take good care 
of me; treat me human; think of me as 
being a part of yourself when using me. 

2. Don’t crowd me—I’ll do my allot¬ 
ted task cheerfully—but it breaks me all 
up to be imposed upon. 

3. Keep me clean; oil me occasion¬ 
ally; brush me up and keep me covered 
when not using me, as dust is my worst 
enemy. 

4. Repair and adjust irregularities 
found in me as soon as discovered; if you 
can’t do it, call the typewriter man. 

5. Don’t cast me aside when not 
using me; remember what I’ve done for 
you and what I can earn for you. 

6. Remember my value—to large 
business firms I’m worth $400 a month; 


to others—according to their ability to 
handle and use me. I’m tangible. 

7. Keep my teeth (type) clean—in 
doing this I can do neater writing for you, 
and give you cleaner typed copies as 
coming from your clear thoughts them¬ 
selves. 

8. Go slow when you think you want 
to get rid of me or trade me out; maybe 
a little “fixing” will make me last longer 
than you think; first see a typewriter mar 
before you trade out your old stand-by. 

9. Start and stop me slowly and 
evenly when using my carriage—it 
strains me terribly to be thrown around 
with a bang; use the carriage in returning 
same with a degree of regularity. 

1 0. Use a certain degree of rhythm in 
handling my keys on the keyboard, as 
this is the home of your fingers, and also 
my escapement will facilitate its functions 
better and more evenly, thus assuring you 
a better job. 

1 1. EXTRA—Last but not Least— 

MAKE IT A ROYAL. 


The second page of the bulletin con¬ 
tains these gems of “Co-operative Philos¬ 
ophy,” as Mr. Hofer aptly titles them: 

Your help stimulates business. 

Our business success depends upon 
you. (Do what you can.) 

Other people live long. Grouches and 
faultfinders live too long. 

We ought not to jump at conclusions; 
the mental exercise may be injurious. 

Co-operators don’t be backward about 
speaking a good word for your business. 
Every good word counts—so does every 
bad one. 

From our ancestors come our names; 
from our virtues our honor. 

If you can’t put it over, it’s no use to 
talk it over— think it over— OWN your 
own typewriter—have a clear bill of sale 
on it. 

Stenography is the foundation of all 
business and the highest paid profession 

Don’t be a phonograph—let 
| typewriter do the talking. 


your 


The St. Paul Office made the lead for 
October, coming up from nineteenth posi¬ 
tion in September. Mr. J. F. Sanders 
foreman of this branch, and all praise is 
due him for bringing his branch to the 
top. 

Worcester made a leap from forty-sev¬ 
enth position in September to second 
place for October. 

Albany came up to third position. 

Mr. A. J. Fortin, foreman of the Wor¬ 
cester Office, and Mr. J. A. Sheldon, fore¬ 
man of Albany, are to be congratulated. 

Below is a list showing the standing of 
the various offices: 


1— St. Paul (3*) 

2— Worcester (3*) 

3— Albany (3*) 

4— Dayton (6*) 
Bridgeport (4*) 

5— Charleston (5*) 
Houston (1*) 

6— Rockford (8*) 

7— Portland, Me. (4*) 

8— Newark (3*) 

9— Denver (6*) 

10—Davenport (1*) 
Harrisburg (9*) 

I 1—Springfield, 111. 
(4*) 

12— Providence (5*) 

13— Omaha (5*) 

14— Norfolk (2*) 


21 


Des Moines 
Akron (5*) 
Memphis (3*) 

22— Johnstown (4*) 
Erie (I*) 

23— Oakland (5*) 

24— Rochester (1*) 

25— Toledo (2*) 
Milwaukee (2*) 
Little Rock (1*) 

26— Portland, Ore. 
( 2 *) 

27-Jacksonville (3*) 

(3*) 

28— New Haven (7*) 

29— South Bend (I ) 

30— Grand Rapids 

31— Seattle (I*) 


Springfield, Mass. 32—Columbus (8*) 


(5*) 

15— Reading (2*) 

16— Louisville (8*) 

17— Fresno (5*) 

I 8—Bangor ( I *) 

Kalamazoo 
I 9-Scranton 


33— Duluth (2*) 

34— Birmingham (3 

35-Peoria (3*) 

36—Waterbury 

Evansville (I ) 

3 7—Allentown 
38—Sioux City 


20—Youngstown (2*) 39—San Antonio 
40—Richmond (I*) 

To Increase Nets—Increase Earnings- 








































THE R O Y A L S T AN D A R D 


DEALER’S DEPT. SUPPLEMENT 7 


DEALER’S DEPT. SUPPLEMENT 




No. 1 

SCOTT-PARKER CO. 
Macon, Ga. 


R. G. Nichols 


Gray’s Typewriter Exchange, Santa Barbara, Cal. 


We are glad °PP orl:un * t y to give | ing in front of the store at the right, 

to our readers a closer acquaintance with 
Qray's Typewriter Exchange, Royal Deal¬ 
er in Santa Barbara, California. 

Mr. W. S. Gray is the gentleman stand- 


Mr. 

Ferris Spencer, his mechanic can be seen 
through the window. 

Mr. Gray has been doing a successful 
business for many years, and judging from 


the splendid appearance of his window 
display he knows how to sell through the 
eye as well as the hands and voice. 

Congratulations, Mr. Gray, on your 
fine display. 


NOVEMBER ROLL OF HONOR 


Each month it becomes more difficult 
to make up the Roll of Honor, because so 
many dealers are exceeding their quota 
month after month, and we have only 
enough space for ten dealers names. 
However, we have figured it out as close¬ 
ly as possible. 

A number of old dealers such as Mr. 
R. G. Nichols of Topeka, Kansas; Mr. 

F. L. Patty of Austin, Texas; Mr. J. C. 
Good of Tulsa, Oklahoma, and others are 
well represented. 

It is gratifying to see that a consider¬ 
able number of comparatively new comers 
to the Royal organization such as Scott- 
Parker Co. of Macon, Georgia; Mr. G. L. 
Larkin of Utica, New York, and Mr. H. 

G. Fentress of Nashville, Tennessee, who 
joined the Royal ranks in 1921-22, are 
also among the best. 


A Message from J. C. Good 


No. 3 

F. L. PATTY 
Austin, Texas 


J. C. Good, Royal dealer for Tulsa- 
Oklahoma, and one of our best known 
dealers, has sent the following message, 
accompanied by two photos: 

Any salesman who feels he has a hard 
territory to work should take a good look 
at this view of "Main Street, Jackson, 
Wyoming. Jackson is the center of Jack- 
son Hole, where the elk are fed in win¬ 
ter and also the erstwhile resort of ban¬ 
dits and cattle rustlers. Things have 
changed. After two years of purely fem¬ 
inine administration they have a cemetery 
and sanitation ’neverything. Mr. Richey 
sold two Royals in one day, which is al¬ 
most a whole year s business in this town. 

To the left is Mr. Good, center, Mrs. 
Richey, and extreme right, J- Royal 
Richey. 

Mr. Good made this comment on the 
other picture: 

"This is an illustration of the way 1 
like to spend my vacations. It is why 
I sell typewriters." The picture was taken 
at Long Lake, Wind River Range, Wyo¬ 
ming, 1922. Mr. Good looks as though 
he was after a big ’un. 


F. L. Patty 


QYO 


J. C. Good 


C. J. Mosher 


Roy A. Davis 


c5\o 


George J. Heiser 


dVO 


No. 4 

TULSA TYPEWRITING 
COMPANY 
Tuba, Okla. 


No. 5 

C. J. MOSHER CO. 
Lincoln, Neb. 


No. 6 

ROY A. DAVIS 
Colorado Springs, Col. 

No. 7 

CASPER TYPEWRITER 
EXCHANGE 
230 E. Second Street 
Casper, Wyoming 

No. 8 

G. L. LARKIN 
120 Arcade Building 
Utica, N. Y. 


AN UP-TO-DATE SCHOOL 


Mr. T. J. Hocking’s subdealers at 
Great Falls, Montana, recently sold twen¬ 
ty machines to the Great Falls Commer¬ 
cial College, and the Tribune in that city 
P&ys tribute to the school’s wise selection 
•n the matter of typewriter equipment in 
this manner: 


"During the last few months, there has 
been carried on by the school a thorough 
investigation of the typewriting machines 
that are now upon the market. After this 
investigation and test, the college has just 
installed twenty new Royal typewriting 
machines. This choice is not only a dis¬ 
tinct compliment to the Royal machine, 
but it brings the general efficiency of the 


No. 9 


No. 2 

R. G. NICHOLS 
Topeka, Kans. 


whole equipment up to a high standard. 

Mr. Hocking’s associates in Great Falls 
are evidently wide awake to the advan¬ 
tages of school business, and with the aid 
of this character of publicity their com¬ 
mercial business will benefit greatly. 

Our congratulations, and best wishes 
for continued success. 


H. G. Fentress 


H. GRADY FENTRESS 
Nashville, Tenn. 


No. 10 

T. H. PAYNE CO. 
Chattanooga, Tenn. 


T. H. Payne 
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, export supplement 


THE ROYAL STA N D A R D 


EXPORT SUPPLEMENT 


Twelve Years A Royal Dealer—Sydney Pincombe, Ltd., Australia 


Twelve years ago the Royal Typewriter 
Company, Inc., realizing the commercial 
importance of the Australian market care¬ 
fully canvassed the available prospects in 
order to secure a permanent and substan- 



SYDNEY PINCOMBE 
tial dealer to handle the sale of its prod¬ 
uct in that important field. After serious 
consideration the firm of Wacey & Pin- 
combe, which later incorporated under the 
name of Sydney Pincombe, Ltd., was 
selected to carry the Royal banner to suc¬ 
cess in that country. 

The steady, healthy growth in the vol- 



rhoto No. 1 STAFF OF SYDNEY PINCOMBE, LIMITED, HEAD OFFICE, SYDNEY, MAY 1, 1922 

Keadimr from left to right—Top row: Mechanics Morgan, Nollen, White, Perry, Beattie (head mechanic), Henry, Murphine, Baker, Gordon. 
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Photo No. 2 STAFF—SYDNEY PINCOMBE, LTD., MELBOURNE BRANCH, MAY 1, 1922 
Reading left to right—Standing: White, Ongarella, Bennett, Delamotte, Cooper, McCulloch, 
Leverett. Sitting: W. G. Wilson, Miss Tinniswood, J. L. Rapmund (Mgr.), Miss Logie, H. Mayor 
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No. 3 Standing: Knight, Daley, Stack. Preston, Casey. Sitting: Miss Handy, 

W. J. Sheehy (Mgr.). Miss Binkin 

ume of Royal sales in the Australian terri- I efforts of Mr. Pincombe personally, and 
tory is a splendid tribute to the intelligent J to the efforts of the competent staff with 


Photo No. 4 


HEADQUARTERS AT SYDNEY 


which he has surrounded himself. Photo¬ 
graphs 1, 2 and 3, representing the per¬ 
sonnels of the Sydney, Melbourne and 


Brisbane offices of Sydney Pincombe, Ltd., 
clearly show the high type of men and 
(Continued on following page) 
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women with whom Mr. Pincombe has 
associated himself, and tell better than 
words why this company has been so suc¬ 
cessful in bringing the Royal typewriter 
to the forefront in the territories it con¬ 
trols. 

In 1917 the Royal Typewriter Com 
pany, as further evidence of its apprecia¬ 
tion of the good work done and of a 
confidence in the future development of 
Sydney Pincombe, Ltd., placed New 
Zealand under the direct supervision o, 
that company and the wisdom of its deci- 


verted this source of demand for twr 
years. They have again obtained the 
award, and at the present writing are 
supplying Royals exclusively to the two 
departments mentioned, which purchase 
all the typewriters used by the N. S. W. 
Government. Such consistency in ob¬ 
taining large volume business is not only 
conclusive proof of the merits of the 
Royal typewriters, but also indicates that 
the firm of Sydney Pincombe, Ltd., know 
how to satisfy their customers. It is a 
striking example of the results that can be 



PINCOMBE IT" 


HEADQUARTERS AT BRISBANE 


Photo No. 5 


sion was immediately shown by the ap¬ 
pointment of J. H. Colwill, Auckland 
New Zealand Typewriter & Supplies Co 
Dunedin, and W. J. Seater & Co., of 
Wellington, which resulted in a very no¬ 
ticeable increase in the volume of business 
done in that territory. It is needless to 
say the subdealers selected by the firm of 
Sydney Pincombe, Ltd., are of the same 
high caliber as the other members of their 
organization, and in our opinion are sure 
to dominate the typewriter business in 
their respective localities. We are confi¬ 
dently looking forward to the future de¬ 
velopment of the Royal typewriter busi¬ 
ness in the Australian and New Zealand 
fields. 

As an example of the satisfactory serv¬ 
ice given by the firm of Sydney Pin¬ 
combe, Ltd., to their customers it is in¬ 
teresting to notice that they were awarded 
the contract to supply typewriters to the 
New South Wales Government Railways 
and Trams for eleven consecutive yeart 
and the contract to supply the New South 
Wales Government Stores for six consecu 
tive years, at the end of which time a 
price-cutting competition temporarily d 


obtained by a consistent, forceful policy 
of service to Royal typewriter users. 

The firm of Sydney Pincombe, Ltd., has 
its headquarters in Sydney and brand 
offices in Melbourne and Brisbane. The 
remainder of the territory is thoroughly 
covered by a subdealer organization with 
which the above company closely co-or¬ 
dinates its efforts. Photograph 4 shows 
clearly the attractive headquarters build¬ 
ing of Sydney Pincombe, Ltd., in Sydney, 
and photographs 5 and 6 show the branch 
office buildings in Melbourne and Bris¬ 
bane. Special attention should be given 
to the impressive window displays in each 
of these photographs. They bear vivid 
evidence of careful thought and a clear 
understanding of the advantage to be 
gained by attracting the favorable atten¬ 
tion of prospective customers to the Royal 
typewriter through well arranged window 
displays. The character of these buildings 
again conveys convincingly to the ob¬ 
server the quality of the firm which occu¬ 
pies them. 

In 1920 Mr. Sydney Pincombe, Man¬ 
aging Director of the company, made a 
trip to the United States,, and while here 



met all the members of our New York 
organization. Those of us who had the 
pleasure of making Mr. Pincombe’s per¬ 
sonal acquaintanceship readily under¬ 
stand why the company of which he is the 
head has been so successful in building up 
a permanent and profitable business. Mr. 
Pincombe is an energetic worker, a clear 
thinker, and is always ready to receive 
suggestions of a constructive nature and 
to apply them to the operation of his own 
business whenever possible. It is notable 
that during the entire twelve years of our 
relationship there has never been any mis¬ 
understandings whatever. The sincere, 
fair-minded manner in which all of our 
mutual problems were discussed has elim¬ 
inated entirely any possible friction, and 


has assisted materially in the steady ex¬ 
pansion of Royal sales in Australia. 

While here Mr. Pincombe made many 
warm friends among the members of the 
Royal organization, and his visit will long 
be remembered with keen pleasure. We 
hope that in the not far distant future we 
may have the opportunity to greet him 
again. 

The bright future of the Royal type¬ 
writer business in the Australian field can 
confidently be expected as the result of 
the conscientious, energetic efforts put 
forth by the entire staff of Sydney Pin- 
t ombe, Ltd., under the able direction of 
Mr. Sydney Pincombe personally. We 
are proud to have them associated with 
the foreign branch of our business. 


ADDISON & CO., LTD., MADRAS, INDIA 


It is with pleasure that we introduce in 
the accompanying photograph the execu¬ 
tives of the firm of Addison & Co., Ltd., 
who sell Royal typewriters throughout 
South India, as subdealers for the firm of 
Greaves, Cotton & Co., Ltd., our exclu¬ 
sive agents for India. 

These gentlemen are, reading from 
left to right: 

Mr. W. E. Leeson, Publicity Manager; 
Mr. W. Thomas, Superintendent, Addi¬ 
son Press; Mr. W. H. Luker, Managing 
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Director; Mr. F. G. Luker, General Man¬ 
ager; Mr. G. P. Cooper, Typewriter Sales 
Manager; Mr. W. Mackenzie, Assistant 
Manager. 

The firm of Addison & Co., Ltd., 
was founded in 1873, and besides having 
its headquarters on Mount Road, Madras, 
have branches in Bangalore and Ootaca- 
mund. 

We are counting confidently on the 
assistance of our friends in bringing the 
Royal typewriter to a prominent position 
in the Indian market. 

























































